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Abstract
Consumer engagement is a multidimensional concept comprising cognitive, emotional, and/or behavioral dimensions, and plays a
central role in the process of developing long lasting relationships with mutual benefits for companies and their customers. In the
Internet-context, consumers can co-create experiences and personal value through engagement in activities that involve
interactivity and networking with companies in the online environment. In this technology-driven framework, consumer
engagement programs can offer a valuable opportunities for companies that are active in an online setting. The present research
implies a qualitative study conducted using interviews with marketing executives with experience in the online environment and
will focus on consumer engagement programs and initiatives that are employed by companies that operate in the online
environment. Thus, this study provides substantial insights in terms of online marketing tactics for consumer engagement.
© 2014 The Authors. Published by Elsevier B.V.
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1. Introduction
After more than a decade exploring marketing concepts such as “mass personalization” and “one client market”,
the technological development has finally caught up with marketing literature. The organizational options spectrum
is broader than ever and companies are struggling to determine the appropriate role of marketing for their company.
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There are certain challenges organizations face in today’s online business environment. In many companies, the
marketing function is the best one to orchestrate customer engagement throughout the organization. To do this, the
function must be extended in a position to influence the touch-points that it does not directly control. The
organizational options spectrum is broader than ever and companies are struggling to determine the appropriate role
of marketing for their company.
In this respect, consumer engagement has proven to be a valuable asset. Moreover, this concept has become the
topic of great interest to managers and consultants from various industries and companies throughout the world as
evidenced by the large number of academic articles, books, blog posts, forums discussion, and workshops generated
by a general search for terms that compose and explain this construct.
The fragmentation of the media has led to reduced customer loyalty, at least in the short term, because there are
too many options for consumers. Also, the initiation of a relationship is difficult because the emphasis has to be on
instant relevancy, credibility and trust to show customers that the experience will be useful for them and their efforts
will be compensated despite the multitude of competing offers.
Online media allows customer experience to be truly immersive, captivating, interactive, memorable, and highly
measurable, an aspect that proved to be rather elusive through traditional media channels.
In a society that is increasingly based on networks where customers can easily interact with other customers and
firms through social networks and other new media, the non-transactional behavior of a customer tends to become
more important in the near future and requires marketing research and understanding.
Therefore, the promising concept of “consumer engagement” is expected to provide contributions that extend
beyond those made by traditional constructs, including consumer involvement and satisfaction, in explaining and
predicting focused results of consumer behavior (Brodie and Hollebeek, 2011).
2. Defining Consumer Engagement
To form a valuable definition of consumer engagement (CE) and to appropriately establish its underlying
dimensions, both academics and marketing practitioners have provided insight in various research.
For instance, from the perspective of business practitioners, Gallup’s (2009) cross-industry research shows that
fully engaged customers buy more, stay with a company longer, and are more profitable than average customers.
Similarly, the Economist Intelligence Unit, in collaboration with Abode, developed a report in 2007 in which it
positioned engagement as a strategic way of considering relationships with both customers and stakeholders (EIU,
2007), thus broadening the practices associated with this construct and presenting a process that evolves over time.
Moreover, Forrester Consulting (2008) examined a survey of 200 business decision makers in companies across
the world and presented a definition of customer engagement as “creating deep connections with customers that
drive purchase decisions, interaction, and participation over time.”
Also, in terms of exploring this concept from an academic point of view, many studies have provided the
foundation and direction for customer engagement. The foundation of this construct can be viewed in social
exchange theory. In this theory, a company provides consumers with certain favors with the main motivation of
future outcomes and returns (customer loyalty and profitability). Again, this cost/reward perspective corresponds to
the interactive nature of customer engagement (Hollebeek, 2011a, b). Also, other researchers have attributed this
concept to relationship marketing theory and service-dominant logic because it relates to the establishment of a long
term mutual beneficial relationship in which consumers can co-create their marketing experiences.
Indeed, in the Internet-context, consumers can co-create experiences and personal value through engagement in
activities that involve interactivity and networking with companies in the online environment.
The present study on this new concept, rooted in online interactive marketing and relationship marketing for
services offered on the Internet, shows the multidimensional, complex and dynamic nature of customer engagement
that can occur at different levels of intensity over time, reflecting distinct states of engagement and involvement of
consumers with brands or companies in an online setting. Essential for discussing brand communities is the use of
terms such as ‘to engage’ and ‘engagement’ to describe the nature of specific participant interactions and / or
interactive experiences (Brodie et. al, 2011).
Moreover, researchers have furthered these semantics and developed different definitions. For instance, Wirtz et
al. (2013) examined customer engagement in online brand communities (OBC) and proposed that “individuals who
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are committed to an OBC are more likely to develop positive attitudes and behaviors toward the brand”. Also, Sashi
(2012) suggests that customer engagement emphasizes “satisfying customers by providing superior value than
competitors to build trust and commitment in long-term relationships.” Further, reflecting individuals’ investments
in focal brand interactions and usage occasions (Patterson et al., 2006; Van Doorn et al., 2010; Pimpakorn and
Patterson, 2010), CE may be viewed to have a motivational basis (Hollebeek, 2011a).
Brodie et al. (2011) established a working definition, as follows: “Consumer engagement in a virtual brand
community involves specific interactive experiences between consumers and the brand, and/or other members of the
community. Consumer engagement is a context-dependent, psychological state characterized by fluctuating intensity
levels that occur within dynamic, iterative engagement processes. Consumer engagement is a multidimensional
concept comprising cognitive, emotional, and/or behavioral dimensions, and plays a central role in the process of
relational exchange where other relational concepts are engagement antecedents and/or consequences in iterative
engagement processes within the brand community.”
Kumar et al. (2010) define and propose that the value of customer engagement is comprised of four core
dimensions:
1. Customer purchasing behavior, which is similar to customer lifetime value (CLV) and implies the acquisition,
retention and expansion strategies of customer relationship;
2. Customer referral behavior (CRV), which focuses on existing customers who convert other potential customers
(both online and offline) into actual customers. These efforts of existing customers are then rewarded, through
formal referral programs.
3. Customer influencer value (CIV), which reflects the customers’ influence on other acquired customers as well
as on potential customers.
4. Customer knowledge value (CKV) consists of the suggestions and feedback consumers can provide to the
organizations for ideas, innovations and improvements of products and services.
2.1. Consumer Engagement Programs
In relation to consumer engagement, Lusch and Vargo (2010) firmly consider that co-creation plays a major role
in inducing organizations to collaborate with their customers to co-create the entire marketing program.
The study from the Economist Intelligence Unit (2007) indicated that organizations transcend the customer
satisfaction or relationship programs that are now considered rather basic, to develop new ways to ensure that
customers are engaged in all of their interactions with the company. More precisely, engagement programs focus on
proactively anticipating consumer needs, wants and desires, and assuring their fulfillment in an effective manner.
About 42% of executives report that they are using online/interactive feedback to collect customer information
today, and nearly 60% say their companies will be using it in five years (Economist Intelligence Unit, 2007).
According to the results of the Economist Intelligence Unit (2007) report in relation to the integration of the
online and offline tools used to manage the relationship between companies and consumers, nearly 64% believe that
their companies’ online and offline customer relationship systems will be integrated in five years, while the
remaining 36% say their companies’ systems already are integrated.
The survey conducted by Forrester Consulting (2008) indicates that companies are paying more attention and
directing their marketing expenditures in online programs because they believe the Internet is crucial for creating,
maintaining and enhancing customer engagement.
This qualitative study will focus on consumer engagement programs and initiatives that are employed by
companies that operate in the online environment.
3. Research Premises and Context
One of the most important contributions of the marketing research is the definition of the decision marketing
problem that requires solutions. Thus, for this research, the identified marketing problem implies gaining detailed
knowledge of the occurred changes in the interpretation of consumer purchasing behavior as a result of the
technological development of the Internet, since an increasing rate of consumers are active in the online
environment, and therefore companies need to address this ever-expanding medium. The main objective of this
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study is to determine which programs can be used to implement and pique consumer engagement in an e-setting.
Also, the main hypothesis of the research is: “The main programs used by companies to develop consumer
engagement imply social media campaigns and feedback initiatives from consumers.”
In this study, we use a qualitative research, i.e. an exploratory approach based on a small sample, intended to
provide insights and understanding of a particular subject. Furthermore, the exploratory qualitative research in this
paper serves for investigation prior to future quantitative studies, for establishing the possibilities of studying and
identifying online consumer engagement, according to expert opinion.
This pioneering research on consumer engagement has concentrated mostly on the underlying programs that can
be implemented by marketing executing.
3.1. Measurement and Research Instrument
To enhance the understanding of consumer engagement in the views of marketing executives, we used the in-
depth interviewing technique, as a data collection tool. This in-depth interview is based on a guide of questions,
consisting of mainly three questions that were further developed in order to gain a broader perspective. More
specifically, we asked the interviewees one main question, that was further elaborated in the interviews: ‘How does
your company approach engaging with your consumers?’
Each international interview has set up in an online environment so that we could explore the respondents’ views
on consumer engagement and their practices in online marketing. We managed to acquire 17 responses our personal
LinkedIn connections of marketing executives from different countries, during 22 November and 10 December
2013.
3.2. Sample and Data Collection
For the data collection step in our research methodology, we approached out personal connection on LinkedIn
and invited them to participate in a consumer engagement study, while considering their experience in multinational
corporations. In terms of sampling techniques, we used snowball and convenience sampling. As the online medium
for our research, we used Skype and Google Hangout for our interviews. We approached 30 connections and
managed to have 17 interviews (indicating a 56.67% response rate) that we will analyze in future sections.
The 17 experts in online marketing, consisting of seven females and ten males, work in three main industries:
consumer goods companies (B2C), information technology (B2B), and marketing agencies (B2B).
The data was collected using a primary research. Therefore, the information was collected directly from individuals
to meet the specific purpose of this current research. The qualitative primary data collection was conducted via the
Internet, from 22 November to 10 December 2013. Sample structure obtained for this qualitative research is
presented in Table 1.
Table 1. Profile of the respondents.
Sex Industry City, Country Company Frequency
F Consumer goods Boston, USA Procter and Gamble 1
London, UK Tesco Direct 1
New York, USA Starbucks 1
Seattle, USA Starbucks 3
IT San Francisco, USA Adobe 1
Total 7
M Consumer goods London, UK Nestle 1
Paris, France Coca Cola 1
IT Milano, Italia Facebook 1
Sydney, Australia IBM 1
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Marketing agency Boston, USA Hubspot 1
LA, USA Brand Learning 1
Milano, Italy Freelance 1
New York, USA Social Media Fire Starter 1
Orlando, USA Guerrilla Mk International 1
San Francisco, USA Cubeyou.com 1
Total 10
4. Analysis and Results
For the qualitative data analysis, we employed a series of techniques and methods to provide quantifiable
findings of data that are difficult to interpret in an objective manner. These methods of analysis involve text analysis
of the notes taken during the interviews, coding of the interview transcripts, keyword search (Vivek et al., 2012),
adding of codes based on respondents’ answers, quantitative analysis of codes co-occurrence and similarities, cluster
analysis, qualitative interpretation of the responses. The analysis enhanced our perspectives of consumer
engagement programs its underlying marketing tactics for the online environment. The data processing aims to bring
the information in the form in which it can be analyzed and interpreted.
For the coding and better understanding of the qualitative data, we used QDA Miner. This software allows the
exploration of the relationship between codes by providing various graphical tools to help find related codes. Thus,
we can explain the qualitative data in a quantifiable manner. The codes are displayed into categories. In this study,
the codes were identified based on text analysis. Table 2 presents information regarding the main category of the
code, the assigned codes, the frequency and percentage of codes, and the frequency and percentage of cases (the
observations of the qualitative research, which shows a total of 17 expert opinions in relation to consumer
engagement).
Table 2. Codes for consumer engagement programs.
Category Code No ofCodes % Codes
No of
Cases % Cases
CE
Programs
Check-ins 3 1.90% 3 17.60%
Contests 6 3.90% 6 35.30%
Asking for Suggestions 8 5.20% 8 47.10%
Consumer-Generated Content 5 3.20% 5 29.40%
Buying Cycle Tailored Programs 2 1.30% 2 11.80%
Online Events 6 3.90% 6 35.30%
Social Media Campaigns 11 7.10% 11 64.70%
Collaborative Marketing 6 3.90% 6 35.30%
Influencers / Advocates 5 3.20% 5 29.40%
Personalized Experiences 4 2.60% 3 17.60%
Results are displayed in the form of a dendrogram and conceptual map, as well as tables. QDA Miner also uses
co-occurrences or co-event that happen whenever two codes appear in the same context.
To detect which consumer engagement programs are used by the expert marketers who participated in this
research, we aimed for the method of hierarchical clustering. Thus, we have two segments for consumer engagement
programs in online marketing. In Figure 1, the vertical axis presents the codes of the CE programs, and the
horizontal axis presents the clusters formed at each step of the segmentation procedure. The index option allows the
selection of the similarity measure used in clustering method and multidimensional scaling. In this cluster analysis,
we used the Jaccard coefficient. This coefficient is a statistical indicator used to compare the similarity and diversity
in datasets and is calculated using the following formula (Stanford.edu, 2014):
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(1)
where SJ = Jaccard similarity coefficient,
a = cases which appear in both sets (Q and D),
b = number of cases occurring only in the first set (Q), but not in the second set (D),
c = number of cases occurring only in the second set (D), but not in the first set (Q).
Figure 1. Dendrogram for CE programs.
The first segment for consumer engagement programs is compiled of social media campaigns, consumer-
generated content, online events, influencers / advocates, asking for suggestions.
The most prominent program unfolded in an online setting in order to create and maintain the engagement of
existing and potential clients is through social media campaigns, as this code was mentioned 13 times, of a total of
17 responses. Social media represents the new way of communicating, and using this medium, companies can apply
different marketing concepts, such as segmentation, to target different groups of consumers in accordance with their
stage of the consumption funnel.
Moreover, this segmentation of social media campaigns can be used establishing consumer engagement is in
relation to the most prominent influencers, advocates and fans of a brand / company / product that support and share
content of the marketing object (Male, USA, Social Media Fire Starter – Marketing agency).
Another code with a smaller appearance rate is entitled online events with 6 mentions. Even though online events
are related to social media (particularly Facebook), they are highly used to encourage a community to interact with a
brand and celebrate different company milestones.
Codes that examined content generated by customers and asking for suggestions both had an appearance rate of
35.3% (or 6 of 17 observations). In the online environment, companies that activate in this setting understand that
the brand belongs to its customers, and thus they try to support the content elaborated by their customers and ask for
feedback to improve products and activities. A marketing expert from Starbucks (Female, USA) mentioned that they
invite customers to share their own stories, photos or videos in relation to the brand that reflects the interaction with
the company’s products on social media, thus capitalizing on customer engagement.
The second segment developed for consumer engagement programs consists of programs that target check-ins,
contests, collaborative marketing, personalized experiences, collaborative marketing, and buying cycle tailored
programs.
Online contests, mentioned in in 6 of the 17 responses, are used to boost sales and to lead the audience in creating
an online buzz about the brand. Collaborative marketing is an important program to create loyalty and engagement
among customers, and this program was mentioned by six of the respondents of this research. In relation to this
code, a respondent from Coca-Cola mention the idea of ‘consumer crowdsourcing’ as a program used to gather,
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listen and improvement ideas from loyal and engaged customers on how to make the world a better place (as part of
their well-known ‘the happiness machine’ campaign).
Regarding the codes identified based on the responses, personalized experiences appear five times. The CEO an
online marketing agency summarized very well the importance of using personalized experiences: “Based on
different types of information that we gather about each consumer and his/ her online journey, we can make
different recommendations regarding additional instruments, we can offer information in relation to how they can
save time or money on different projects, and we can provide advice based on our industry understanding and
experience”.
In segment 2, buying cycle tailored marketing programs appear on two occasions, highlighting the importance of
tailoring marketing tactics in connection to their level of information and how near they are to an acquisition
decision. This program of consumer engagement stimulation is practiced particularly by business-to-business
companies, namely by the online marketing agencies that participated in this research.
An additional code with a relatively small frequency (3 mentions from 17) is the check-in encouraging program
that is related to social media (specifically Facebook). This program is particularly useful for companies with offline
activities, but have an online presence. The check-in act like a recommendation that a company’s fans bestow upon
it, and more importantly it informs the customer’s friends about new consumption opportunities. A respondent even
mentioned that his company rewards consumers for their check-ins (Male, USA, Starbucks – Consumer goods
company).
Figure 2 represents a conceptual map that reflects the proximity values calculated for all items and he codes of
the two resulted segments from cluster analysis. Items in red designates segment 1, and the blue elements reflect
segment 2. Concept maps are graphical representations of the proximity values calculated for all the included items
(codes or cases) using multidimensional scaling. For the codes’ clustering, each point represents a code and the
distances between pairs of points indicate how likely it is that these codes will appear together. In other words, the
codes which appear together in the graph, usually tend to appear together in experts’ responses, while the codes that
are independent of one another are further apart from each other on the graph.
Figure 2. Concept map of CE programs.
Thus, the elements of segment 1 with the highest rates of occurrence in this qualitative research, namely social
media campaigns appear superimposed on the online events, as reflected in the conceptual map. This aspect is
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consistent with the online marketing practices, as any online event has to be shared and promoted on all social media
outlets where a company has presence and profiles in order to stir interest for targeted and loyal consumers.
Another relationship which appears as a superposition of variables in this first segment refers to the link between
‘consumer generated content’ about and for a particular brand / product / service and ‘requests for suggestions’
received from consumers, so that companies can record different improvements opportunities. The three codes of
segment 2 appear relatively independent from each other, although there is a rapprochement between codes that
studied the personalizing of consumer experiences in an online setting and customizing marketing programs for
certain customers, depending on their stage in their acquisition cycle.
We used the co-occurrence table (Table3) to study the main programs practices by international companies in
order to create and sustain consumer engagement. For this table, we selected a targeted code, namely social media
campaigns, to study the other codes in relation to. We chose social media campaigns as the reference point for this
analysis because it has the highest rate of occurrence in terms of consumer engagement programs (13 out of 17
responses).
Thus, we can observe that the relationship with the highest level of intensity is between “Online Events” that co-
occurs 7 times with “Social Media Campaigns”, and never without this target code. The intensity of this relationship
is reflected in the Jaccard coefficient of 0.545, indicating the importance of sustaining these two programs in
correlation with each other.
Table 3. Co-occurrence of codes for CE programs (Target code: Social Media Campaigns).
Keyword Co-
Occurs
Do
Not
Is
Absent
Jaccard
Coefficient
Relationship Intensity
Online Events 6 0 5 0.545 •••••••••••••••••••••••••••
Contests 5 1 6 0.417 •••••••••••••••••••••
Asking for
Suggestions
5 2 6 0.385 •••••••••••••••••••
Consumer-
Generated
Content
4 1 7 0.333 •••••••••••••••••
Check-Ins 3 0 8 0.273 ••••••••••••••
Influencers / 
Advocates
3 2 8 0.231 ••••••••••••
Personalized
Experiences
2 1 9 0.167 ••••••••
Collaborative
Marketing
2 4 9 0.133 •••••••
Buying Cycle
Tailored
Programs
1 1 10 0.083 •••
Again, we also calculated the similarity matrix for the consumer engagement programs meant to enhance this
new online consume behavior concept (Table4).
Table 4. Similarity matrix for CE programs.
1 2 3 4 5 6 7 8 9 10
1.Social Media Campaigns 1
2. Check-ins 0.273 1
3. Contests 0.417 0.500 1
4. Consumer-Generated Content 0.333 0.000 0.375 1
5. Online Events 0.545 0.125 0.333 0.571 1
6. Personalized Experiences 0.167 0.200 0.286 0.143 0.000 1
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7. Influencers / Advocates 0.231 0.000 0.000 0.111 0.222 0.000 1
8. Collaborative Marketing 0.133 0.125 0.333 0.222 0.091 0.125 0.100 1
9. Buying Cycle Tailored Programs 0.083 0.250 0.333 0.167 0.000 0.667 0.000 0.143 1
10. Asking for Suggestions 0.385 0.000 0.182 0.500 0.444 0.000 0.200 0.300 0.000 1
Table 4 denotes which relationships are considered important by the e-marketers that participated in this research
to ascertain the best programs for engagement. Thus, the highest score (0.667) presents the similarities between the
codes that studied personalized experienced offered by companies and customized marketing activities in relation to
the customer’s buying cycle. Another important score (0.571) was reflected for the relationship between online
events and consumer generated content. Also, online events indicate resemblances with social media campaigns
(0.545), and this latter code also displayed a high correlation with online contests (0.417). Additionally, two scores
of 0.500 were identified for two relationships: contests – check-ins and asking for suggestions-consumer generated
content.
5. Conclusion
5.1. Theoretical contributions
The company’s objectives are not necessarily a sale; they can be brand awareness, establishing a community, or
fan retention. Engaged customers have a higher predisposition to recommend products, services, brands, and
companies to other potential or existing customers, through word-of-mouth, blog posts, social media, online
networking, comments and reviews on different websites, etc., and even add value through consumer generated
content. In many ways customer engagement expands the traditional role played by customers and includes them in
the value-adding process by helping sellers understand customer needs, participating in the product development
process, providing feedback on strategies and products, and becoming advocates for the product (Sashi, 2012).
Further, researchers may wish to adopt the findings from this research and propose different scales of studying
consumer engagement in future empirical investigations, by testing the dimensions, programs and measurement
methods, both from the perspective of consumers and other companies.
5.2. Implications for Managers
The findings from this research show that companies are exploring new and exciting consumer programs and
initiatives that go beyond traditional ways of capturing consumer suggestions and complaints. Companies that look
to the future and embrace technology are finding and implementing new creative programs that emphasize on all the
possible consumer touch-points available, that can be utilized to enhance engagement. Thus, this research focused
on providing guidelines for marketing practitioners in applying consumer engagement strategies, initiatives and
measurement methods to take full advantage of it potential in an online environment.
This research also raised the question of engaged consumers who buy the brand and those who do not. As with
any marketing construct, consumer engagement works best when it includes segmentation for a better targeting.
Even though not all consumers can have a positive impact on company’s profitability, in an online setting they
matter and can be important advocates of the brand, even if they are engaged in an aspirational manner.
The exhibited consumer engagement conceptualizations in terms of constituting dimensions, programs and
metrics represent a valuable starting point for tactics and strategies in online marketing. Specifically, marketing
managers can implement different programs, such as collaborative marketing because such initiatives offer valuable
information on highly resource-consuming projects, and provide advice based on first-hand objective experience
with a product or service.
Nowadays, consumers are more willing than ever to help companies come up with better marketing offers, and
managers have to start a meaningful relationship with them in order to gain valuable insights. Also, by promoting
consumer feedback and involving them in their value-adding experience, consumer engagement can lead to loyalty,
positive attitude, advocating the brand or offering to their acquaintances, reviews and comments, improvement, etc.
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5.3. Limitations and Future Directions of Research
This exploratory qualitative research represents an analysis of managerial responses in relation to the role of
consumer engagement in the theory and practice of online marketing, and more specifically online consumer
behavior. Despite these exploratory qualitative perspectives, this study is also subject to a number of limitations.
Also in relation to the small sample and the sampling technique used in this research aimed at a conceptualization
of consumer engagement, future directions of research should examine the level of the findings in focus groups and
survey-based studies.
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